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Abstract — In recent years, marketing has dramatically shifted with the rise of influencer marketing. Social media influencers
(SM1s) with significant followings and authenticity are now pivotal in reaching target audiences, bolstering brand awareness,
and driving revenue. Brands collaborate with SMIs, creating a symbiotic relationship that promotes products and enhances
brand appeal. Understanding the impact on brand trust and consumer loyalty requires examining alignment with target
audiences, influencer reach, engagement levels, follower demographics, and brand sentiment. Influencers provide a more
relatable alternative to traditional endorsements, reshaping marketing paradigms. This study explores how influencer
marketing affects consumers using a social media influencer value model that highlights advertising value and source
credibility. An online survey reveals that informative, trustworthy, attractive, and relatable influencer content boosts trust in
branded posts, increasing brand awareness and purchase intentions. Additionally, the study examines how demographic factors
like gender, income, and education affect the relationship between SMIs and choice imitation, offering insights for strategies to
enhance brand loyalty and consumer engagement.
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Brand trust, Consumer loyalty, Influencer reach.

I. INTRODUCTION

Over the past few years, influencer marketing has gained
popularity across all age groups. Social media influencers
(SMIs) are individuals with large followings in specific
niches, known for their authenticity and reach. Brands
work with SMIs to target audiences, build awareness,
enhance perception, and boost revenue by promoting
products on social media platforms.

To measure the impact of SMI collaborations on brand
trust and consumer loyalty, brands evaluate influencer
reach, engagement levels, and follower demographics.
Monitoring brand sentiment and gathering consumer input
provide insights into perception changes. Consumer
loyalty is assessed through changes in behaviour, such as
conversion rates and repeat purchases. Analysing
sentiment and feedback tracks loyalty shifts throughout the
collaboration. Expert SMIs, who create content in fields
like music, health, travel, or fashion, are seen as more
authentic  than traditional celebrity endorsements.
Influencer marketing spending has surged, with studies
showing that informative, trustworthy, and attractive
influencer content positively impacts brand awareness and
purchase intentions.

By-

¢ Identifying the personality and content features elicited
by SMis,

o lllustrating the mechanism by which SMIs can influence
choice imitation through the enhancement of customer
loyalty.

e Assessing whether demographic factors like gender,
income, and education levels influence the
relationship between SMlIs and choice imitation, this
study aims to better understand how SMls function.

1. Research Obijective
To explore the marketing characteristics of social media
influencers.

To investigate how social media influencer qualities
shown in a marketing situation increase client loyalty.
To investigate how changes in customer loyalty affect
customer behaviour, such as purchase intention and

choice imitation.

To investigate how demographic characteristics
influence how much independent variables influence
dependent variables.

2. Purpose for the Research

By examining the components of SMM activities that
can have a significant impact on brand loyalty and perhaps
lead to more efficient methods for customers to learn about
the firms' operations as well as their goods and services,
this study attempts to close the knowledge gap in the field.
Therefore, our proposed research question is:

“How does social media influencer collaborations
influence brand trust and consumer loyalty in today’s
world?”

3. Scope of the Research

The topics of social media and influence marketing will
be covered in this study. It tries to clarify how choice
imitation can occur when social media influencers (SMIs)
increase the intention to buy.

A strong foundation for future academic boundary
expansion has been established by the information
adoption model, consumer inspiration model, and social
default theories. These frameworks explore how
personality and content features of SMIs will lead to
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choose imitation, which is mediated by customer loyalty
and moderated by gender, income, and education levels.

4. Objectives

e To explore the marketing characteristics of social media
influencers.

e To investigate how social media influencer qualities
shown in a marketing situation increase client loyalty.

e To investigate how changes in customer loyalty affect
customer behaviour, such as purchase intention and
choice imitation.

e To investigate how demographic characteristics
influence how much independent variables influence
dependent variables.

1. LITERATURE REVIEW

1. Theoretical Background of the Study

"Someone with a significant and active following on
social media platforms, which one would not know unless
one follows them" is what is meant to be understood as a
social media influencer.

Influencers post content on social media sites like
Facebook, YouTube, Twitter, and Instagram that falls
within a specific area, such as food, travel, fitness, or
fashion. Influencers can be followed and communicated
with by people or customers interested in a certain area to
stay up to date on the newest trends. Social media
influencers are those that submit original stories and
information with the goal of gaining an online following
and becoming well-known. Academics and business
experts are very interested in social media influencers
because of their potential as a tool for brand promotion.
SMIs have had a big impact on how social media
marketing looks. The rise in popularity of SMls hastened
the partnership between companies and social media
influencers. Because they create material for social media
platforms, influencers differ from traditional celebrities in
that they build their online character and fame. On the
other hand, traditional celebrities utilize social networking
sites as a backup channel for fan communication after
achieving fame through more traditional channels. Due to
their frequent sharing of personal information and
reciprocal connections with clients, Djafarova and
Rushworth discovered that social media influencers may
perform better in terms of endorsements than traditional
celebrities. They are more relatable and personable
because of their reciprocal relationships and regular
sharing of personal information. Furthermore, social media
influencers regularly include sponsored postings to their
daily tales, producing genuine endorsement material that
viewers find appealing.

I1l. RESEARCH METHODOLOGY

Market research plays a crucial role in shaping the
direction, scope, and credibility of a dissertation. This
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report aims to outline and justify the selection of primary
and secondary research methods for conducting a
dissertation, highlighting their respective strengths,
limitations, and appropriateness for the research
objectives.

1. Primary Research

Primary research involves the collection of original data
directly from the source, typically through methods such as
surveys, interviews, observations, or experiments. In the
context of a dissertation, primary research offers several
advantages, including:

Tailored Data Collection

Primary research allows researchers to design data
collection methods that specifically address the research
questions and objectives, ensuring the relevance and
accuracy of the data gathered.

Control over Variables

Researchers have greater control over variables and
conditions in primary research, enabling them to minimize
bias, confounding factors, and extraneous variables that
could impact the study's validity.

Fresh Insights

Primary research offers the opportunity to generate fresh
insights, perspectives, and data points that may not be
available through secondary sources, thereby enriching the
depth and originality of the dissertation findings.

Methods of Primary Research

The choice of primary research methods depends on
various factors, including the research objectives,
population characteristics, resources available, and ethical
considerations. Common methods of primary research
include:

Surveys

Surveys involve administering structured questionnaires
to a sample of respondents to gather quantitative data on
attitudes, opinions, behaviours, or demographics related to
the research topic.

Interviews

Interviews entail conducting structured, semi-structured,
or unstructured conversations with individuals or groups to
explore in-depth insights, experiences, or perspectives on
the research topic.

Observations

Observational ~ research  involves  systematically
observing and recording behaviours, interactions, or
phenomena in natural or controlled settings to generate
qualitative or quantitative data.

Experiments
Experiments entail manipulating one or more variables
under controlled conditions to assess their impact on
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outcomes, behaviours, or phenomena of interest, allowing
researchers to establish cause-and-effect relationships.

2. Secondary Research

Secondary research involves the collection and analysis
of existing data, literature, documents, or sources relevant
to the research topic. Secondary research offers several
advantages, including:

Time and Cost Efficiency

Secondary research is often more time and cost-efficient
compared to primary research, as it relies on existing data
sources that are readily accessible and require minimal
resources to obtain.

Breadth of Coverage

Secondary research enables researchers to access a wide
range of existing data, studies, and literature from diverse
sources, disciplines, and perspectives, providing a
comprehensive understanding of the research topic.

Contextualization

Secondary research allows researchers to contextualize
their findings within the broader body of knowledge,
theories, and research findings in the field, enhancing the
credibility and validity of the dissertation.

Methods of Secondary Research

The choice of secondary research methods depends on
the nature of the research topic, objectives, and availability
of relevant sources. Common methods of secondary
research include:

Literature Review

Literature review involves systematically reviewing and
synthesizing existing studies, articles, books, and other
scholarly sources relevant to the research topic to identify
gaps, trends, theories, and insights.

Document Analysis

Document analysis entails examining and analysing
documents, reports, archives, or official records related to
the research topic to extract relevant data, information, or
evidence.

Data Mining

Data mining involves using computational techniques
and algorithms to extract patterns, trends, or insights from
large datasets, repositories, or databases relevant to the
research topic.

Meta-analysis

Meta-analysis involves statistically synthesizing and
analysing the findings of multiple studies or datasets on the
same research topic to derive aggregate conclusions, effect
sizes, or patterns.
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3. Justification for Methodology Selection

The choice of primary and secondary research methods
for the dissertation is guided by several factors, including
the research objectives, nature of the research topic,
available resources, and ethical considerations. By
employing a combination of primary and secondary
research methods, the dissertation aims to achieve a
comprehensive and nuanced understanding of the research
topic, triangulating multiple sources of data and
perspectives to enhance the credibility, validity, and
reliability of the findings. Additionally, integrating primary
and secondary research methods allows for a more holistic
exploration of the research topic, capturing both
quantitative and qualitative insights, and addressing the
limitations of individual research approaches. Overall, the
chosen methodology aligns with the research objectives
and aims to produce robust, rigorous, and actionable
findings that contribute to the advancement of knowledge
in the field.

IV.CONCLUSION & LIMITATION

The survey results provide valuable insights into the
demographics, engagement patterns, trust levels, and
influencing factors related to social media influencers. The
majority of respondents fall within the 18-24 age group
(87.6%), indicating a strong presence of young adults in
the sample. Gender distribution leans slightly towards
males, comprising 63% of the respondents.

In terms of influencer engagement, a significant portion
of participants interact with social media influencers on a
daily basis (42.9%), with a considerable number engaging
weekly (27.6%). The types of influencers followed are
diverse, with fashion (28.8%) being the most popular,
followed by lifestyle (25.7%), fitness (17.1%), food vlogs
(16.2%), and beauty (12.4%).

When it comes to preferred content in influencer
collaborations with brands, product reviews (41.9%) take
the lead, followed by tutorial or how-to videos (24.76%)
and sponsored giveaways (13.33%). Trust in influencers is
evident, as a majority of respondents (47.61%) express
complete trust in product recommendations, with
additional significant proportions indicating mostly trust
(30.47%).

Factors contributing to building trust in influencer
collaborations include consistency in content (26.66%),
quality of content (25.71%), transparency about
sponsorships (18.09%), engaging with followers (17.14%),
and authenticity (12.38%). The survey also explores the
impact of influencer collaborations on purchasing
decisions, with 33.33% claiming to always trust influencer
recommendations, and satisfaction levels with purchased
products or services being generally positive.

In terms of customer loyalty, a substantial portion of
respondents (35.23%) identifies as extremely loyal to
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brands frequently collaborating with influencers.
Influencer  collaborations have influenced loyalty
positively for 34.28% of participants, while 13.33% report
a negative impact.

Factors contributing to loyalty include positive personal
experiences (39%), regular updates on social media (37%),
discounts or special offers (36%), reliability of the brand
(30%), and alignment with personal values (11%).

Feedback and evaluation reveal that factors influencing
recommendations post- influencer collaboration include
positive experiences (30.5%), product quality (36.2%),
aligning values with the influencer (19%), trustworthiness
(8.6%), and relevance (5.7%).

Respondents also provide suggestions for enhancing
brand trust and customer loyalty, emphasizing
transparency, relatability, more product reviews, true
information about products, positive and real reviews,
originality, and a focus on customer service and product
quality.

In conclusion, the survey illustrates a dynamic landscape
of influencer engagement, trust, and loyalty, with young
adults showing a significant presence and influencers
playing a substantial role in shaping consumer preferences
and decisions. The findings underscore the importance of
authenticity, transparency, and positive experiences in
influencer collaborations, providing valuable insights for
both influencers and brands aiming to build and maintain
trust with their audience.
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